With the development of Internet, online shopping is developing rapidly in China as a new way for shopping. Therefore, it is important for this research paper to identify the determinants of consumer satisfaction towards online shopping in China. A total of 350 online shoppers in China had participated in this research. The findings revealed that website design, security, information quality, payment method, e-service quality, product quality, product variety and delivery service are positively related to consumer satisfaction towards online shopping in China.
Introduction
Modern science and technology have made people's life easier and more convenient. As one of the outcomes of modern science and technology, the Internet has been deeply into every aspect of people's daily life. According to China Internet Network Information Center (CNNIC), there were 420,000,000 Internet users in China, which is 31.6% of the total population (CNNIC, cited in Internet World Stats, 2010) . "Up to June, 2010, the number of net citizen in China has reached 420 million, exceeding the point of 400 million, with an increase of 36 million compared to the end of 2009. The popularity rate of internet has climbed up to 31.8%, with an increase of 2.9% compared to the end of 2009." (CNNIC, 2011) . The rapid growth of online customers indicates that it is importance to pay more attention to the issue of consumer satisfaction as a key factor to run online business (PRC Ministry of Information Technology, 2011) . Only when consumers are satisfied with the products or services of a business, can the business maintain loyal consumers and attract more potential consumers.
Consumer satisfaction is the ultimate result of meeting a consumer's expectation from the performance of products. Most satisfied customers normally have the intention to re-purchase the products if product performance meets their expectation (Syed & Norjaya, 2010) . Consumer satisfaction can be influenced by many factors. Numerous researches have been conducted to identify the determinants of online consumer satisfaction (Jun, Yang and Kim, 2004; Ballantine, 2005; Cappelli, Guglielmetti, Mattia, Merli and Renzi, 2011) . In order to improve business performance and increase the level of consumer satisfaction, online retailers should have a clear and deep understanding of the antecedents of consumer satisfaction in the online environment. In this perspective, this research aims to identify factors that influence consumer satisfaction towards online shopping in the context of China. Li and Zhang (2002) defined consumer satisfaction as the extent to which consumes' perceptions of the online shopping experience confirm their expectations. The European Public Administration Network (EUPAN) explained consumer satisfaction with a model using the disconfirmation theory, in which suggests that consumer satisfaction with a service is related to the size of the disconfirmation experience; where disconfirmation is related to the person's initial expectations. If experience of the service greatly exceeds the expectation clients had of the service, then satisfaction will be high.
Literature Review

Consumer Satisfaction
Consumers must be satisfied with their e-commerce shopping experience before acquiring more goods and services online. A great deal of studies has been done to identify the antecedents of consumer satisfaction towards online shopping (Jun, Yang and Kim, 2004; Ballantine, 2005; Cappelli, Guglielmetti, Mattia, Merli and Renzi, 2011) . It is found that consumers' attitudes and beliefs regarding convenience and security concerns have significant effects on their intention to purchase online (Limayen et al., 2000) . Shanker et al. (2003) had also contended that service provided during and following the purchase is essential to e-consumers' repeat purchases. In addition, Christian and France (2005) had identified three categories of determinants that could affect consumer satisfaction towards online shopping. They are technology factors, including security, usability and site design, and privacy; shopping factors, including convenience, trust and trustworthiness, and delivery; and product factors, including merchandising, product value and product customization.
Through this study, the researchers had identified the determinants of consumer satisfaction towards online shopping in China, including website design, security, information quality, payment method, e-service quality, product quality, product variety, and delivery service.
Website Design
Effective website design includes navigation capability or visual appeal of the website (Cyr, 2008) . Customer satisfaction in e-commerce is related to the quality of website design (Cho and Park, 2001 ). Lee and Lin (2005) had empirically found that website design positively influences overall customer satisfaction and perceived service quality. Cyr (2008) examined characteristics of culture and design, which are information design, navigation design and visual design, as antecedents to website trust, website satisfaction and e-loyalty in a sample of three countries which are Canada, Germany and China. The findings indicate that navigation design, visual design and information design have positive influence on consumer satisfaction.
Security
Another important factor affecting online shopping satisfaction is security. Christy and Matthew (2005) illustrated security as the website's ability in protecting consumer personal information collected from its electronic transactions from the unauthorized use of disclosure. Consumers concern about the security, liability and privacy of the online website (Gefen, 2000) . Basically, security concerns in electronic commerce can be divided into concerns about user authentication and concerns about data and transaction security (Ratnasingham, 1998; Rowley, 1996) . According to the prior research (Elliot & Fowell, 2000; Szymanski & Hise, 2000) , as perception of security risk decreases, satisfaction with the information service of online stores is expected to increase. In other words, strong security attribute does increase the degree of customer satisfaction. In the study conducted by Christian and France (2005) , they identified three categories of factors as keys to influence e-satisfaction in which including technology, shopping, and individual product factors. Security was identified under technological factors. The study from Christian and France (2005) reconfirmed the positive relationship between security and e-satisfaction.
Information Quality
Accuracy of information is concerned with the reliability of website content. Kateranttanakul (2002) argued that the reliability of website content facilitates consumers to perceive lower risks, better justifications for their decisions and ease in reaching the optimal decisions, and in turn affects customer satisfaction and intention to purchase online. This argument is consistent with the media richness theory that emphasized the importance of the quality, accuracy, and reliability of the information exchanged across a medium (Daft & Lengel, 1986) . Christy & Matthew (2005) asserted that information quality has significant effect on consumer satisfaction in internet shopping, and accuracy, content, format and timeliness are the four dimensions of information quality. Besides, Liu et al. (2008) found that higher level of information quality will improve customer satisfaction in online shopping and they evaluated information quality from other four dimensions: information accuracy, information comprehensibility, information completeness, and information relevance. Findings from the Liu et al. (2008) research indicated that information quality has significant impact on customer satisfaction.
Payment Method
Online shopping retailers usually offer several ways of payment, such as online payment concerning credit card usage; payment with cash; and telegraphic remittance. Most consumers choose a payment method not only base on convenience, but also what's more important is security. Online shoppers expect websites to protect personal data, provide for secure payment, and maintain the privacy of online communication (Franzak et al., 2001) . Grace and Chia-Chi (2009) argued that customers will base on certain criteria to evaluate the usefulness and ease www.ccsenet.org/ass Asian Social Science Vol. 8, No. 13; of use for a particular website, including information search, internet subscription and payment methods. In addition, Grace and Chia-Chi (2009) also found that when a customer spends a long time to understand and familiarize himself or herself with shopping and payment procedures at a certain shopping website, the specific holdup cost paid on related intangible things will increase. Therefore, making the payment procedure easy is of importance for online retailers to maintain customers and increase consumer satisfaction level (Grace & Chia-Chi, 2009 ).
E-service Quality
Parasuraman et al. (2005) refer e-service to "the extent to which a website facilitates efficient and effective shopping, purchasing, and delivery of products and services." Santos (2003) defined e-service quality as "overall customer assessment and judgments in relation to the excellence and the quality of e-service delivery in the virtual marketplace." E-service quality is becoming an important criterion to measure e-retail websites and an important element to business achievement. Cox and Dale (2001) suggested that without a quality management approach that guarantees quality from its systems, staff and suppliers, a business will not be able to deliver the appropriate level of service quality to satisfy its customers. Service quality on the Internet is especially important for the interface between customer and the Internet, namely the Website.
Kuang-Wen Wu (2011) conducted a study in related to examine and explore the relationships among electronic service quality, customer satisfaction, electronics recovery service quality, and customer loyalty for customer electronics e-tailers. Findings of the study indicated that electronic service quality had no direct effect on customer satisfaction, but had indirect positive effects on customer satisfaction for consumer electronic e-tailers. However, the finding from Jung-Hwan and Chungdo (2010) is contradicted with the argument from Kuang-Wen Wu (2011). Jung-Hwan and Chungdo (2010) conducted a research to compare the e-service quality perceptions of US and South Korean consumers in relation to overall e-service quality, e-satisfaction, and e-loyalty to understand geographic and cultural differences in the context of international expansion of e-business. Results of the research revealed that there is a significant positive effect of overall e-service quality on consumers' e-satisfaction towards online shopping and the positive effects of overall e-service quality and e-satisfaction on e-loyalty (Jung-Hwan & Chungho, 2010).
Product Quality
Quality is an intrinsic property of a product. Product quality is the expected standard of product or service excellence (Jarvenpaa & Todd, 1996) . In the Sproles and Kendall's Consumer Style Inventory (CSI) model, they highlighted the influence of high-quality product. Some consumers regard quality as their first consideration when shop online. Although online shopping cannot enable consumers to touch or feel directly the quality of the product, but comments on the website can indicate the quality of the product to some extent. The study conducted by Christian and France (2005) through a conjoint analysis of consumer preferences based on data collected from 188 young consumers reveals that the three most important attributes to consumers for online satisfaction are privacy (technology factor), merchandising (product factor), and convenience (shopping factor). Under product factor as indicated in the finding of Christian and France (2005) , quality is an intrinsic property of a product and the expected standard of product or service excellence. Enhancing product quality will have a positive effect in improving consumer satisfaction (Christian & France, 2005) .
Product Variety
Offering a broad variety of products is often a key for web merchants to keep customers coming back. Given much more choices, there will be a higher chance to sell the product. Online retailers who have offered a wide variety of products and selections seem to be more successful (Christian & France, 2005) . Consumers expect online retailers to offer a wide range of product variety because of the reach of the Internet and the potential to track down specialty goods and services (Jarvenpaa & Todd, 1996) . Szymanski and Hise (2000) indicated that wider assortment of products may be attractive to customers and e-satisfaction would be more positive when online stores offer superior product assortments.
In the study conducted by Liu et al. (2008) , they argued that eight constructs (including information quality, website design, merchandise attributes, transaction capability, security/privacy, payment, delivery, and customer service) are strong predictors of customer satisfaction in the online shopping environment. Merchandise attribute was evaluated from two dimensions: product variety and product price. Variety of merchandise plays a significant role in whether consumers are satisfied or dissatisfied with their online shopping experiences. It is indicated that wider merchandise variety and low price will have positive effects on customer satisfaction in the online shopping environment (Liu et al., 2008) . 
Delivery Service
Delivery is the amount of time necessary for the package to go from the distribution center to the customer's door (Christian & France, 2005) . Post-purchase evaluation can be influenced by the efficiency of logistics and customer service. Delivery problem is a very common phenomena existing in the online shopping environment.
In the e-commerce environment, not only is the consumption of goods separated from production, thus making it necessary for goods to be delivered to consumers before consumption, there is also a delay in the delivery of goods. Delayed delivery has a negative effect on satisfaction (Liu et al., 2008) . As shown by the 2004 China Online Shopping Report by CNNIC, 25 percent of Chinese customers were not satisfied due to delayed delivery or wrong product delivery (CNNIC, 2011).
Syed and Norjaya (2010) had conducted a study to investigate the key factors that influencing customer satisfaction through online shopping. In this study, four key dimensions of customer satisfaction in the online shopping environment are identified. It is found that website design, reliability, product variety and delivery performances are the four key factors that influence customers' satisfaction of online shopping (Syed & Norjaya, 2010) . Findings from this research indicated that delivery performance has significant influence on customer satisfaction and it can explain much of the variation in online buying satisfaction.
Hypotheses
From the discussion above, this has led to the development of the proposed conceptual framework as indicated in Figure 1 and following hypotheses are suggested. The eight hypotheses are as follows: 
Research Methodology
The research design methods being used in this research is quantitative research. Furthermore, descriptive research design was adopted as the study has clear problem statements, specific hypotheses and detailed body of knowledge (Malhotra, 2007) .
www.ccsenet.org/ass Asian Social Science Vol. 8, No. 13; There are three parts in the design of the questionnaire. The first part of the questionnaire allows the researcher to identify whether the respondent is eligible to take part in this research (screening questions); the second part of the questionnaire elaborated the independent variables and dependent variable that would be tested in the survey; and the third part of the questionnaire identified respondent's demographic information. In measuring the constructs, five-point Likert scale anchored by: 1 = strongly agree, 2 = agree, 3 = neither agree nor disagree, 4 = disagree and 5 = strongly disagree was used in the questionnaire with adoption from different sources of the existing literature. Questions that used to measure various constructs were adapted from Liu et al. (2008) and CAPTEC, an industrial computer system provider. Since the sample location will be in Beijing (China), the questionnaire was designed in both Chinese and English languages. The target population for this research would encompass those tertiary students who have prior online purchasing experience. Questionnaires were sent out to those tertiary students in Beijing (China) and self administered survey method was adopted. Purposive sampling technique was adopted in the sampling process to identify the respondents who had experience in the online shopping transaction and the targeted sample size was 380. Data from the returned questionnaires was analysed by using SPSS software version 17. Different statistical analyses were carried out, such as descriptive analysis, scale measurement (reliability and validity) and inferential analysis (Pearson correlation coefficient analysis and multiple regression analysis)
Research Results
Demographic Profile
Based on the survey, male respondents represented 40.5 percent of the total respondents while female respondents represented 59.5 percent. In the case of age distribution, the majority of the respondents were between the ages of 18 to 25 (71.1 percent). Most respondents have undergraduate degree qualification. In terms of time spend on the Internet weekly, the majority of respondents (37.9 percent) spend more than 20 hours on the Internet every week. Additionally, most respondents (63.9 percent) have been using the Internet for more than 5 years. When asking about online shopping habit, majority of the respondents (64.2 percent) are very familiar with online shopping, approximately half of the respondents (50.8 percent) visit online shopping website frequently; all respondents have online shopping experience which are in accordance with the target population of this research; and among the most popular online shopping websites, TaoBao online shopping website attracted the majority of respondents (80.5 percent).
Reliability Test
The reliability of a measure indicates the stability and consistency with which the instrument measures the concept and helps to assess the 'goodness' of a measure (Cavana et al., 2001 ). Cronbach's alpha was used in the reliability test for all the nine constructs. The value of Cronbach's alpha coefficient 0.6 was used as a guideline in this research to ensure the stability and consistency of the adopted instruments (Hair et al., 2006) . The result of reliability test from this research indicated that the Cronbach's alpha coefficients for all the nine constructs are above 0.60. Cronbach's alpha coefficient for all the nine constructs ranged from the lowest of 0.745 (product quality) to the highest of 0.832 (security).
Validity Test
Based on the output shown in Table 1 , factor analysis was appropriate because the value of KMO is 0.876 (between 0.5 and 1.0) and the result of Bartlett's Test of Sphericity showed that the value of Approx. Chi-Square is 6240.148 that is large enough and the value of Sig is 0.000 (which is less than 0.05) in which indicated that the data are suitable for data analysis (Xue, 2006 The information provided at the website is reliable
The information provided at the website is easily understandable
The information on the website is complete for purchase decisions I can find all the detailed information of the goods I need
The information in the website is relevant In addition, based on the result of rotated component matrix using Varimax with Kaiser Normalization, it can be seen that all the questions are divided into nine components, and each component stands for the variables identified in this research. Thus, discriminant validity of this research was concluded (Hair et al., 2006) . The factor loading of all items are above 0.5, which verified the convergent validity of the data and means that there is positive correlation among all the items of each component.
Pearson Correlation Coefficient Analysis
The result of Pearson correlation coefficient analysis was represented in Table 2 . From the result shown, it can be seen that most variables show significance correlations. The highest r value of the Pearson correlation is 0.509, which represents the significance correlation between independent variable "delivery service" and dependent variable "consumer satisfaction". The lowest r value is 0.125, which represents the low correlation between www.ccsenet.org/ass Asian Social Science Vol. 8, No. 13; independent variables "payment method" and "security". All the associations represent positive signs which indicate the positive direction of the associations among all the constructs tested. 
Multiple Regression Analysis
The result of multiple regression analysis was shown in Table 3 (a) and Table 3 (b) . The value of Tolerance ranges from 0.598 to 0.816, which were all larger than 0.10, and the VIF value ranges from 1.226 to 1.671, which are all less than 5 (Hair et al., 2006) . Therefore, it can be indicated that the problem of multicollinearity does not exist among the eight independent variables.
www.ccsenet.org/ass Asian Social Science Vol. 8, No. 13; The p values of all the eight independent variables are less than the alpha value of 0.05. Therefore, the research concludes that all the eight independent variables are positively related to consumer satisfaction. All the hypotheses proposed previously are supported.
Besides, based on the Unstandardized Coefficients, the following multiple regression equation was formed:
Consumer satisfaction = 2.215 + 0.068 (website design) + 0.097 (security) + 0.071 (information quality) + 0.152 (payment method) + 0.101 (e-service quality) + 0.148 (product quality) + 0.088 (product variety) + 0.188 (delivery service)
In addition, the data of Standardized Coefficients explains the intensity among variables. Variables are ranked as following based on intensity: delivery service (0.233), security (0.136), website design (0.128), information quality (0.109), e-service quality (0.103), product quality (0.094), payment method (0.091) and product variety (0.091). It can be concluded that delivery service is the most relatively powerful independent variable in influencing consumer satisfaction towards online shopping in China. Based on Table 3 (b), the study concluded that the change of consumer satisfaction can be explained 40.3 percent (r2 = 0.403) by website design, security, information quality, payment method, e-service quality, product quality, product variety, and delivery service.
Conclusion
Implications of Research Findings
This research conducted a conclusive study of eight determinants which have been studied by previous researchers and reconfirmed that website design, security, information quality, payment method, e-service quality, product quality, product variety, and delivery service have positive influence on consumer satisfaction from the aspect of online shopping environment in China. Result of this research enriched the theoretical body of www.ccsenet.org/ass Asian Social Science Vol. 8, No. 13; knowledge that related to the online business environment in China. In addition, the research findings do provide insights and feedback for online retailers in drafting managerial strategies on how to improve their performance in order to increase the level of consumer satisfaction and standout in the highly competitive business environment in China. Online retailers need to thoroughly consider all these eight determinants of customer satisfaction for their business planning in the online business environment. In addition, it is important for online retailers to incorporate these determinants into the process of evaluating the level of consumer satisfaction as part of the corporation performance measurement.
Limitations of the Research
Even though the research findings provide some new insights to researchers, these findings should be viewed in light of some limitations. This research adopted a cross-sectional design which measures units from a sample of the population at only one point in time (Burns & Bush, 2003) . Due to the limitation of cross-sectional study, the research is not able to describe satisfactorily in portraying the observed changes in pattern and the causality of consumer satisfaction towards online shopping and it is also not sufficient to predict a long-term trend in the online shopping environment. In addition, most of the respondents' age from 18 years old to 25 years old and most of them are tertiary students in Beijing who have limited purchasing power, the research findings are not typically enough to represent the views of all the online shoppers in China.
Recommendations for the Further Research
Due to the limitations of this research, a few recommendations are suggested for further research with the purpose of enhancing the study of consumer satisfaction in the online business environment. Cross-sectional study may not be able to portray the observed changes in patterns and the causality of consumer satisfaction. In due respect, longitudinal studies that repeatedly measure the same sample units of a population over a period of time is proposed to be adopted in the future study (Burns & Bush, 2003) . Due to the restriction of generalization, it is recommended to broaden the research setting by incorporating more respondents at different age groups with various occupations from different cities of China. With these measurements taken in place for the future research, it will be able to enhance the validity and generalization of the research findings.
